PENGARUH KEMUDAHAN, KEPERCAYAAN, DAN KUALITAS INFORMASI TERHADAP KEPUTUSAN PEMBELIAN PADA SITUS BELANJA ONLINE LAZADA.CO.ID (STUDI KASUS PADA PEGAWAI KANTOR DINAS PEKERJAAN UMUM PROVINSI RIAU) by EMILIA HASANAH
iv 
 
DAFTAR ISI 
Abstrak ............................................................................................................... 
Kata Pengantar.................................................................................................. 
Daftar Isi ............................................................................................................ 
Daftar Gambar .................................................................................................. 
Daftar Tabel ....................................................................................................... 
BAB I PENDAHULUAN 
1.1 Latar Belakang Masalah ...........................................................................1 
1.2 Rumusan Masalah ....................................................................................10 
1.3 Tujuan Masalah ........................................................................................11 
1.4 Manfaat Penelitian ....................................................................................11 
1.5 Sistematika Penulisan ...............................................................................12 
BAB II TINJAUAN PUSTAKA 
2.1 Landasan Teori .........................................................................................14 
1. Manajemen Pemasaran ..........................................................................14 
A. Pengertian manajemen Pemasaran ...................................................15 
2. Keputusan Pembelian ............................................................................16 
A. Keputusan Pembelian Online ...........................................................23 
3. Kemudahan ............................................................................................24 
A. Hubungan Kemudahan dengan Keputusan Pembelian ....................26 
4. Kepercayaan ..........................................................................................27 
A. Hubungan Kepercayaan dengan Keputusan Pembelian ...................31 
5. Kualitas Informasi .................................................................................32 
A. Hubungan Kualitas Informasi dengan Keputusan Pembelian..........33 
6. E-Commerce ..........................................................................................34 
A. Pengertian E-Commerce ..................................................................34 
B. Jenis Jenis E-Commerce ...................................................................35 
C. Rantai Nilai E-Commerce ................................................................36 
D. Manfaat Menggunakan E-Commerce ..............................................37 
2.2 Pandangan Islam Terhadap Masalah ........................................................37 
2.3 Penelitian Terdahulu.................................................................................40 
v 
 
2.4 Variabel Penelitian ...................................................................................45 
2.5 Definisi Konsep Oprasional Variabel Penelitian ......................................46 
2.6 Kerangka Pemikiran .................................................................................48 
2.7 Hipotesis ...................................................................................................49 
 
BAB III METODOLOGI PENULISAN 
3.1 Waktu dan Tempat Penelitian ..................................................................50 
3.2 Jenis dan Sumber Data .............................................................................50 
A. Data Primer ......................................................................................50 
B. Data Sekunder ..................................................................................50 
3.3 Teknik Pengumpulan Data .......................................................................50 
3.4 Populasi dan Sampel ................................................................................51 
A. Populasi ............................................................................................51 
B. Sampel ..............................................................................................51 
3.5 Analisis Data ............................................................................................53 
A. Skala Pengukuran .............................................................................53 
B. Analisis Deskriptif............................................................................54 
C. Analisis Kuantitatif ..........................................................................54 
3.6 Uji Kualitas Data ......................................................................................54 
A. Uji Validitas .....................................................................................54 
B. Uji Realibiltas ...................................................................................55 
C. Uji Normalitas ..................................................................................55 
D. Uji Asumsi Klasik ............................................................................56 
1. Uji Multikolonieritas ....................................................................56 
2. Uji Hetroskedastisitas ...................................................................56 
3. Uji Autokorelasi ...........................................................................57 
4. Analisi Regresi Berganda .............................................................57 
E. Uji Hipotesis .....................................................................................58 
1. Uji Parsial t ..............................................................................58  
2. Uji Signifikan Simultan (Uji Statistik F) .................................59 
3. Uji Koefisien Determinasi .......................................................60 
